








The BROOKLYN UNION GAS CO. 


LIFTS SERVEL 
SALES 57% 


over July ’51...and builds 
year-round gas load... with Bail] 4 Rae a 
SUPERIORITY” PROMOTIONS 














Promotions increased distribution 
among lower income groups, too! 


First came Servel’s “$1 Does It” promotion — now 
Brooklyn Union is cashing in with Servel’s “10 to 1 
PAYOFF” deal! Here’s how it works! Just offer a 
refrigerator prospect $10 cash to simply try a new 
Servel for 10 days— and watch him jump at the 
bait! Servel takes the risk by insuring your installa- 
tion and delivery costs! 

Coast-to-coast, it’s paying off with better than 99 
sales for every 100 trials! Paying off with top mer- 
chandising profit! Paying off in plus profits too, 
because you make a better deal talking trade-in 
after the refrigerator’s installed! Paying off in a 
substantial new gas load that runs steady winter 
and summer! 


Don’t miss the year’s hottest load-booming deal! 









4 Call your Servel Distributor now! 


‘Plan Your § 
“10-to-1 

PAYOFF” 
PROMOTION 


Today! 

































The name to watch for great advances in 


REFRIGERATION and AIR CONDITIONING 


Servel Inc., Evansville 20, Indiana « In Canada, Servel (Canada) Ltd., 548 King St. W., Toronto, Ontario 
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Will Utilities’ Too Management Maintain 
Markets to Assure Survival? 


Frank C. Smith Directs Realistic Comments on 


Appliance Selling Practices to Executives at AGA Convention 


AS utility leadership could pro- 

vide a potential market for more 

than 4,000,000 gas ranges a 
year; barely half 
that number are 
being sold,” Frank 
C. Smith, presi- 
dent, Houston 
Natural Gas Cor- 
poration, empha- 
sized to a well-at- 
tended general ses- 
sion of the Ameri- 
can Gas Associa- 
tion convention in 
Atlantic City late 
last month. 

“Let us use cool common sense and 
realize that what is happening to our 
blood brother, the gas appliance indus- 
try, is therefore happening to us, the 
gas utility industry,” he said. “Both 
must be healthy, or neither can be well 

. the maintenance of our markets, 
and therefore the safety and profit of 
our investment, depend in large degree 
upon the quality, condition and availa- 
bility of the appliances that use our gas 
and without which not a domestic meter 
would click.” 

Throughout his address Mr. Smith was 
not at all inclined to point with pride to 
the performance of the gas utility indus- 
try with respect to its maintenance of its 
household load in the competition with 
the electric industry. 

“We utilities can go on selling gas, for 
a time, through old and low-quality ap- 
pliances, but the manufacturer has to 
make and sell new, quality, profitable 
merchandise every day or face failure,” 
he continued. 

“And let us admit that the gas appli- 
ance manufacturing industry has lived 
up to its responsibilities, continually up- 
graded, finer, better-performing house- 
hold equipment, with eye-and-service ap- 
peal equal to any competition. These in- 
dispensable gas-using, gas-selling appli- 
ances have been and are available in 
quality and quantity equal to any de- 
mands our market can make.” 

The handwriting is on the wall, Mr. 
Smith said, and it has been there for some 





Frank C. Smith 
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time. Had the gas industry been able to 
match the competition at the point of 
sale, the gas industry would have fared 
as well as the electric industry, which, he 
emphasized, has whittled down the ratio 
of gas ranges-to-electric ranges from 10- 
to-1 in 1932 to 1.7-to-1 in 1951. 

“The gas appliance manufacturer is 
the fellow who has got it squarely in the 
neck. His turn has come before ours. He 
has small choice: Either to operate at a 
loss, just to sweat it out and hope for the 
best; or to go out of the gas appliance 
business and to begin the manufacture 
of competing appliances. 

“What else is there for him to do 

as 


The interdependence of utilities and 
gas appliance manufacturers was high- 
lighted for the convention group in a 
recounting of the current unprecedented 
cooperation of American Gas Associa- 
tion and Gas Appliance Manufacturers 
Association with the result that the two 
associations “will lock arms, join forces, 
use identical objectives and present an 
unbroken line of resistance and attack. 


“The associations can advance,” said 
Mr. Smith, “only so far as their com- 
ponents, gas utilities and gas appliance 
manufacturers are willing to go. 

“If we will re-assert and undertake, 
throughout our industry, the continu- 
ance of our responsibility for leadership 
in gas appliance marketing, the appli- 
ance manufacturers will not fail us. 

“If we do not, the trend won’t be to 
gas! The trend will be to an appliance 
manufacturing industry with less and 
less accent on gas.” 

In addition to the evaluation of a po- 
tential market for more than 4,000,000 
gas ranges a year, of which only half are 
being sold, Mr. Smith saw a gas refriger- 
ator market of at least 4,000,000 a year 
and pointed out that “gas refrigerators 
are doing a tiny fraction of it, with the 
going increasingly harder.” The ratio of 
gas water heater sales was described as 
holding its own at present, but that it 
has been on the decline. 

The recent appliance industry pros- 
pect of a second and competing gas re- 


frigerator was described as being bright 
six months ago but today, not only has 
that prospect disappeared, “but the origi- 
nal gas refrigerator manufacturer makes 
and sells electric refrigerators as well.” 

“If you were a manufacturer,” asked 
Mr. Smith, “what would you do in the 
face of declining gas appliance sales ra- 
tios in spite of your utmost efforts?” 

The markets for the utilities and the 
appliance manufacturers were described 
as identical and Mr. Smith said that the 
appliance manufacturers are “watching 
to see whether we will help ourselves by 
he!ping them to make it profitable to be 
a gas appliance manufacturer. 

“Their markets cannot be maintained 
without utility leadership, and such lead- 
ership requires, in our part, realization, 
action, acceptance.” 

In comments addressed directly to 
“Mr. Chief Executive,” Mr. Smith 
agreed that his entire presentation 
“would be perfectly at home at a sales 
section meeting,” but that Mr. Chief Ex- 
ecutive does not usually attend sales sec- 
tion meetings. 

With that in mind Mr. Smith sum- 
marized his conviction that appliances 
are sold by salesmen through sales out- 
lets, whether they are gas companies’ of- 
fices or dealers’ stores—or the prospects’ 
doorsteps. Further, he was convinced 
that “the quality of appliances sold can- 
not be separated from the quality and 
training of the salesmen.” He described 
dealers as being anxious to follow gas 
company leadership, if it leads to profit. 

The inherent advantages and superi- 
ority of gas can be made to overshadow 
the much advertised magic of electricity. 

“Isn’t this enough to warrant top man- 
agement’s attention... is anybody 
saying that top brass isn’t interested in 
maintaining its markets . . . in meeting 
competition,” Mr. Smith fired at the 
audience. He felt that however careful 
the planning for better participation on 
the part of a gas utility to improve the 
household load, the interest and direct 
authorization of the company’s chief ex- 
ecutive is the best guarantee of success. 

Mr. Smith answered, “Yes,” to his 
own questions pertaining to the position 
of the gas utility with respect to appli- 
ance sales. 

He left his final question for the audi- 
ence to answer. “Will the utilities’ man- 
agement, beginning at the top, see to it 
that we maintain our markets and sur- 
vive?” 
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Roper’s New Space-Master Ranges 


Top “Magic” of Electric Appeal 


N the new Space-Master series, Geo. 

D. Roper Corporation presents gas 

ranges with automatic features and 
styling that leave the highly-touted elec- 
tric ranges with less than any advantage 
in eye-appeal, convenience, efficiency, 
price or operating economy. 





Roper’s New Space-Master 











The new front-attraction in Roper’s 30’ Space- 
Master ranges is shown here. The single door 
opens the oven-broiler compartment. 











Roper engineers have developed a 
range which, if it is sold with conviction 
and vigor by distributors, dealers and the 
gas utilities, shou!d eliminate any ques- 
tion of whether a gas range can be au- 
tomatic and have precise temperature 
control—not to mention modern styling. 

The styling of the new Space-Master 
models presents a new front-attraction 
for a gas range. There is only one door 
for the oven and broiler, both of which 
are housed in the same 24” x 15%” x 
17%” compartment. The range, 30” 
wide outside, will accommodate eight 
loaves of bread, six cakes or six pies. 
There is plenty of space for a thirty-five 
pound turkey. 

The four burners in the divided top 
are Alltrol center-simmer and giant cen- 
ter-simmer burners which provide for an 
infinite degree of control within the full 
heat, a simmer heat in the center posi- 
tion and warming heat in the low posi- 
tion. 

In the broiler-oven compartment, two 
Roper rocket speed burners are used. 


Delayed-action operation 

The panel on the back rail is equipped 
with controls that should find enthusi- 
astic reception among housewives when 
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they see it. The separate clock and timer 
are fully coordinated with the oven and 
broiler burners, making it possible to 
set those controls for burner operation at 
any desired hour of the day with the cer- 
tainty that it will operate for only the 
length of time that has been prescribed 
and set for a particular food. 

Broiling in this range is done with- 
out either stooping or bending with 
abundant room for meats. Even barbe- 
cuing can be done without crowding. 

The ranges in this series have 3” of 
glass fibre insulation. 

A convenience electric outlet on the 
back rail can be used directly or con- 
trolled through the clock and timer. 


Reactions at GAMA show 

Reactions that were heard and ob- 
served during the showings of the models 
of the new Space-Master ranges in the 
Gas Appliance Manufacturers Associa- 
tion’s exposition at Atlantic City last 
month indicate that it has received an 
enthusiastic welcome into the appliance 
field from dealers, utility sales execu- 
tives, home economists and home edi- 
tors. 





Single Oven-Broiler Compartment 





The adequacy of the single oven-and-broiler 
compartment, 24” wide, is seen in a compari- 
son with the size of the standard broiler tray. 
The oven burner is in the space below the 
compartment; the broiler burner is above. 
Neither burner takes space from the com- 
partment. 











Members of the Roper staff expressed 
their confidence in the Space-Master as 
a new range that will, if accorded ade- 
quate selling attention, tend to slow the 
broadening public acceptance of the so- 
called push button magic of electric 
ranges. 


—H. H. C. 


GAMA OFFICERS ASSUME DUTIES 
AT ATLANTIC CITY 


New officers of Gas Appliance Manufac- 
turers Association assumed their duties at 
a meeting of the board of directors, held 
October 30 in Atlantic City, during the bi- 
ennial GAMA Exposition. 

James F. Donnelly, assistant general man- 
ager, Permaglas-Heating division, A. O. 
Smith Corp., succeeded Louis Ruthen- 
burg, board chairman, Servel, Inc., as presi- 
dent of GAMA. Other new officers include 
Sheldon Coleman, president, The Coleman 
Company, Inc., first vice president; T. T. 
Arden, chairman, GAMA Pacific Coast 
manufacturers section, second vice presi- 
dent; Lyle C. Harvey, president and general 
manager, Affiliated Gas Equipment, Inc., 
treasurer; and H. Leigh Whitelaw, the as- 
sociation’s managing director, secretary. 

Product division heads, who also became 


| members of the board of directors, include: 


Controls and related accessories: 
Neess, Perfex Corp. 

Direct heating equipment: Thomas D. 
Bromley, Peerless Mfg. Co., Inc. 
Domestic gas range: W. T. Trueblood, Jr., 

Magic Chef, Inc. 

Gas engine compressor: A. M. Buxton, The 
Cooper-Bessemer Corp. 

Gas house heating and air conditioning 
equipment: Edward A. Norman, Jr., 
Norman Products Co. 

Gas incinerator: T. H. 
Co. 

Gas meter and regulator: W. G. Hamilton, 
American Meter Co. 

Gas clothes dryer: Don H. Davidson, Whirl- 


Paul F. 


Landgraf, Autogas 


pool Corp. 

Gas refrigerator: Louis Ruthenburg, Servel, 
Inc. 

Gas valve: D. E. DuPerow, Lincoln Brass 
Works. 


Gas water heater: J. P. Hutchinson, Na- 
tional Steel Construction Co. of Indi- 
ana. 

Hotel, restaurant and commercial gas equip- 
ment: F. A. Kaiser, Detroit-Michigan 
Stove Co. 


| Industrial gas equipment: F. C. Schaefer, 





\ 


American Gas Furnace Co. 


Relief valve: George W. Horne, Watts Reg- 
ulator Co. 


AGA Checks for Canadian Standards 

Manufacturers of gas appliances carrying 
electrical components may now have their 
equipment examined for compliance with 
the Canadian electrical code by the Ameri- 
can Gas Association Laboratories, under 
an agreement with Canadian Standards 
Association. 

Edwin L. Hall, Laboratories director, in 
announcing this new service, pointed out 
that it relieves manufacturers of gas ap- 
pliances of the necessity of shipping their 
products to Canadian Standards Associa- 
tion for examination of electrical com- 
ponents under provisions of the Canadian 
electrical code applying to such equipment. 
Those examinations may now be made 
by the Laboratories when testing the ap- 
pliance for compliance with American 
Standards. 


American Gas Journal, November 1952 
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How Pittsburgh Gas Companies 
Merchandise Gas Appliances 


A variety of eye-appeal has been built 
into the newspaper advertisements that 
form part of an extensive merchandising 
program maintained by the “Natural 
Gas Companies Serving the Greater 
Pittsburgh Area.” A combination of at- 
tractive illustration and judicious use of 





CORRAL YOURSELF A NEW 
AUTOMATIC GAS RANGE! 


oN be hghting out ter 


= helds in cooking when you hove © modern evtoman ger range 


ma TENDERFOOT (AR COOH 


At An OLD RAND” WITH A WW Gas RARE 


nd Sees Reet ae Fame = Mere Agee 


lee ee a cee 





Natural Ges Companies 

Old Stove Round-up is in this range ad, but 
with treatment individualized to Pittsburgh. 
The other ads carry it along with references 
to pride of the ranges, fixing chuck for 
hungry wranglers, being carefree as a colt. 
Smart illustrations, with family-interest, are 
featured in each. 


JAMES F. DONNELLY IS 
NAMED SERVEL’S SALES VP 


James F. Donnelly, newly-installed 
president of Gas Appliance Manufactur- 
ers Association, has just been named 
vice president in charge of sales for Ser- 
vel, Inc., W. Paul Jones, president, an- 
nounced. 

Mr. Donnelly, who has been assistant 
general manager of A. O. Smith Corp., 
water heater division, fills the vacancy cre- 
ated earlier this year when John K. Knigh- 
ton resigned to become president of the 
Knighton-Keune Co., Servel distributors in 
Miami, Fla. 

Mr. Jones commented that “Jim Don- 
nelly brings to Servel a wonderful record of 
achievement in the field of distributor- 
dealer selling. He was largely responsible 
for building up a successful organization of 
appliance distributors for A. O. Smith, and 
for making it one of the largest advertisers 
in the field.” 

Mr. Donnelly succeeded Louis Ruthen- 
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famous for convenience ... 


an automatic 
GAS 
clothes dryer! 





WATURAL GAS COMPANIES .... 


The convenience of automatic gas clothes 
dryers is the selling point in headline and 
copy. Others have been built around con- 
venience and economy. One ad used a touch 
of come-on by showing six small houses; five | 
had loaded clothes lines. ‘One little house 
was different.” 


white space has been designed to stop 
the reader; the copy in each ad is in- 
tended for rapid-reading. 

They offer a pleasing contrast with 
most newspaper ads by avoidance of the 


gas appliance 





for greater convenience ! 


a new 
automatic GAS 
Water Heater. . . 
fe] 


b 


Heplare rhe Old — install ¢ Mew AGA Approved 
Avromen GA) Wete Neste: 


NATURAL GAS COMPANIES 


From a group of automatic water heater ads, 
this one headlines greater convenience; others 
have featured better performance, providing 
more hot water for the entire family, economy 
and speed of water heating. The text and il- 
lustration of each ad expands the idea ex- 
pressed in the headline. 


clutter-technique that strives to “give the 
space all it can carry.” 

The current series of Pittsburgh-area 
advertisements is divided for emphasis 
on ranges, water heaters and clothes 
dryers. Most of the ads are five columns 
wide; the depths are 12” and 16”. 

Each ad gives an indication of the 
points of sale with some version of, “See 
the latest models at your plumber’s or 
dealer’s ~ ae 
gas company office.” 





GAMA PRESIDENCY STAYS IN THE FAMILY 





burg, Servel board chairman, as president 
of GAMA, last month. He was formerly 
vice president of the Association, and for 
three years was chairman of its water 


GAMA president, 
James F. Donnelly, 
left, now vice presi- 
dent, sales, Servel, 
Inc., shown here after 
his election late last 
month, being congrat- 
ulated by Lovis Ruth- 
enburg, outgoing 
GAMA president and 
chairman of Servel’s 


board. 


heater division. Also, he is a member of the 
public relations policy committee of 
GAMA, of the water heating committee of 
American Gas Association. 
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HE successful promotional and sales 
work by John P. Crowley in beating en- 
trenched electric competition in a highly 

electric-conscious trading area, with all the 

basic equipment specifications stacked against 
him, was recognized at the convention of 

American Gas Association with the top award 

in a competition sponsored by AGA and 

Servel, Inc. 

Mr. Crowley, manager of the new business 


Gas 


Company, joined forces with representatives 


depariment, The Greenwich (Conn.) 
of appliance manufacturers to demonstrate 
the convenience and economy of gas, and to 
sell the gas and gas-burning appliances to 
the builder of a 66-house development. 

The sales obstacles in this case included 
the heavy public acceptance of electricity and 
electric appliances, overwhelming dealer sup 
port of electric and oil equipment, virtually 
no dealer recognition of the existence of gas 
appliances, and bad public relations result- 
ing from acquisitions of rights-of-way by a 
natural gas transmission company. 
with the full 
Eben F. Putnam, president of the Greenwich 


Mr. Crowley, support of 
company, determined to convert the speci 
fications to gas. The result of his efforts and 
those of appliance representatives—Servel, 
Western-Holly, Incinor and Bendix—was an 
all-gas sale with year-round load. 

The equipment in the ranch-type develop- 
ment includes a gas all-year conditioner, gas 
refrigerator, incinerator, counter-top range, 
wall-type oven and broiler, water heater and 
clothes dryer. 

[We recall, with pleasure, our own high 
evaluation of the accomplishment by Mr. 
Crowley and his collaborators, as reflected 
in our full description of the problem-solu- 
tion-results in the American Gas Merchandis 
ing pages for July.—Ed. | 





J. P. Crowley Trounced Electric Competition 
and Won AGA-Servel Promotion Award 





John P. Crowley, right, receives the plaque 


for The Greenwich Gas Company, from 
W. Paul Jones, president, Servel, Inc., as 
the winner of the 1952 competition among 
gas utilities for promoting all-year gas 
home air conditioning. Not pictured, was 
the award of $500 to Mr. C. for his direc- 
tion of the extensive and successful pro- 


motional work. 


Directly after the first public showing of 
the model house in the Greenwich develop- 
ment, Mr. Crowley reported that he had sub- 
stantial evidence that there was a great- 
awakening, by visitors inspecting the house, 
to the possibilities in gas appliances for au- 
tomatic operation, convenience, close control, 
equipment and operating economies. 

He followed through on the first develop- 
ment, by immediately influencing the owner 
of another development to switch to gas 
cooking, water heating and house heating 
equipment, from the equipment specified for 
oil and electricity. 

‘l can definitely say that real estate peo- 
ple, plumbers, builders and architects [in 


the Greenwich area] have changed their 


minds about modern gas service,” he com- 


mented at that time. 








GAS HEATING UNIT SHIPMENTS 
SET TWO-YEAR RECORDS 
Two-year records for shipments of all 
three types of gas-operated central heating 
equipment were set during the month of 
September, Edward R. Martin, director of 
marketing statistics, Gas Appliance Manu- 
facturers Association, reports. He said that 
shipments of gas-fired furnaces, gas-fired 
boilers and gas conversion burners reached 
their highest monthly total since the fall 

of 1950. 

Gas conversion burner shipments totaled 
30,200 units for September, a 65 per cent 
gain over the same month of 1951, and 
raised the total for the first nine months of 
this year to 153,200 units, a 35.1 per cent 
increase over the comparable period of last 
year. 

A 63.4 per cent rise in gas-fired furnace 
shipments, from 33,300 units in September 
of last year to 54,400 units last month, was 
reported. The 314,200 total for shipments 
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during the first nine months of 1952 in- 
cluded a 10.1 per cent gain over the same 
period of last year. 

With a 63.5 per cent gain in the third 
quarter shipments of gas-fired boilers 
jumped ahead of last year for the first time. 
The 21,900 units shipped during the past 
three months raised the total for the year 
to 47,100, an increase of 2.8 per cent over 
the first nine months of 1951. September’s 
shipments of boilers totaled 8,500, a 63.5 
per cent gain over the 5,200 units reported 
shipped during the same month of last year. 


Chambers Moves Offices to 
Indianapolis 

Chambers Corporation, Shelbyville, Ind., 
has moved its sales and advertising offices 
to Indianapolis. Departments included in 
the move are sales, advertising, service, 
order, billing and traffic. Executive offices, 
purchasing, production, and engineering de- 

partments will remain at Shelbyville. 





ROPER LAUNCHES NEW 

GAS CLOTHES DRYER 
Geo. D. Roper Corporation has intro- 
duced in Chicago, with an extensive news- 
paper, direct mail and demonstration cam- 








paign, the new fully-automatic Roper “Dry- 
Aire” gas clothes dryer. It will be sold 
nationally in 1953, on a selective market 
basis. 

Approximately forty-five Roper dealers 
who have Roper gas range franchises in 
Greater Chicago are cooperating in the 
30-day introductory dryer activity. 

Peoples Gas Light and Coke Company 
are assuming a prominent role in the cam- 
paign. 

Full page and half page newspaper ads 
in the Chicago Tribune, saturation show- 
ing of billboard posters, large smash broad- 
sides and wall hangers, free demonstration 
post cards, window and floor displays are 
being used effectively. 

Both sales and service indoctrination 
meetings were held prior to the kick-off to 
familiarize participating dealers with the 
product and the promotion. 

Such Roper features as “Tornado” ex- 
haust ... “Jumbo” lint trap .. . single 
dial control . Satin smooth drum... 
automatic ignition . . . “Zephyr-Air” dry- 
ing... “Ozonic” lamp... and_ eco- 
nomical operation are features pointed out 
by the manufacturer. 

With production schedules being stepped 
up, Roper plans to introduce the new Ro- 
per “Dry-Aire” into other key cities after 
the first of the year. 


Gas Water Heaters Gaining 


The upward trend which started last June 
was continued when shipments of auto- 
matic gas water heaters recorded a 35.4 per 
cent gain in September over the same 
month of last year, Edward R. Martin, di- 
rector of marketing statistics, Gas Appli- 
ance Manufacturers Association reports. 

Shipments last month totaled 177,300 
units, compared with 130,900 during Sep- 
tember of 1951 for a third-quarter aggre- 
gate of 476,600—a 33.2 per cent gain over 
shipments of 357,700 units during the com- 
parable period of last year. 


American Gas Journal, November 1952 
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OR many years the management 

of Peoples Gas Light and Coke 

Company, Chicago, had envi- 
sioned the possibility of a completely 
automatic gas range. More recently, 
as competition created an increas- 
ingly-compelling public demand for 
such fully automatic cooking equip- 
ment, this hoped-for possibility as- 
sumed a position of major importance 
in the agenda of improved gas service 
to the 900,000 cooking customers. 
Peoples Gas forthwith offered its tech- 
nical and other consultative facilities 
to assist all agencies that would be 
involved in the development and pro- 
duction of such a range. 

However, there has always re- 
mained this proviso. The automatic 
ignition and control equipment would 
have to be entirely gas actuated and 
gas controlled. And it would have to 
provide a “cold” range, free from the 
accumulated heat of multiple pilots. 

B. H. Wittmann, domestic sales 
manager of Peoples Gas, made this 
comment as part of a report regard- 
ing his company’s experience with 
flash tube ignition devices for auto- 
matic gas ranges: 

“The inclusion of any electrical de- 
vice in any modern gas range, in or- 
der to identify it as completely auto- 
matic in operation, has been and con- 
tinues to be, incompatible with our 
fundamental belief in gas as the most 
perfect cooking fuel. 

“For one hundred years gas has 
been the preferred cooking fuel in 
Chicago. Over the century, because of 
its controllability and flexibility, the 
gas flame could always be made read- 
ily adaptable to any change in cook- 
ing habits or improvements in gas 
range design. On this record, we felt 
it would be both unwise and cowardly 
to lose faith in our eventual solution 
to this present problem. 

“This faith, together with patience, 





Matchless Ranges at Peoples Gas 
Sold with Enthusiasm-Confidence 


1 believe, has been richly rewarded 
in the development of the flash tube 
ignition devices system. The diligent 
research and development work by 
gas range manufacturers deserves 
much praise, and the highly coordi- 
nated industry-assistance program ac- 
tivated by the PAR committee of 
AGA has been most productive in ar- 
riving at Our present encouraging re- 
sults.” 

The experience of Peoples Gas 
bears out Mr. Wittmann’s forthright 
comments. After much _ laboratory 
and fie!d testing, Peoples Gas offered 
automatic gas ranges equipped with 
flash tube ignition to its Chicago us- 
ers in June 1950. 

One year later, a study of service 
calls disclosed that on the 325 au- 
tomatic ranges so equipped and in- 
stalled during the first-year period, 
the required service on the flash tube 
ignition devices was at the rate of one 
call per year for every 6.2 installed 
ranges. 

At the end of a two-year period, 
this rate of service dropped to one call 
per year per 28.8 installed ranges. 

This exceedingly interesting reduc- 
tion in the rate of service calls, Peo- 
ples Gas believes, signifies that the 
flash tube ignition devices present a 
sound and acceptable solution for a 
completely all-gas automatic gas 
range; the detailed design and pro- 
duction problems are being solved 
quickly; flash tube ignition devices on 
modern automatic gas ranges have al- 
ready received a very high acceptance 
by purchasers. 

The validity of the last statement 
is based on the fact that, of the 1,859 
such ranges sold by Peoples Gas be- 
tween June 1950 and May 1952, only 
five were removed after installation. 
This removal rate is /ess than three- 
tenths of one per cent—negligible, in- 
deed. 











Utilities and Dealers Promote Dryers 

About 400 utilities are participating in 
promoting automatic gas clothes dryers. 
Many of these companies will cooperate 
with appliance dealers in an American Gas 
Association campaign using the slogan, 


| “Fresher Than All Outdoor.” 


The campaign includes a series of ten ads 
in women’s and home magazines. 

For local advertising purposes, mats of 
three and four columns each will be made 
available to utilities and dealers. Other pro- 
motion pieces include “The Gas Laundry 
Dryer Salesman,” a 32-page introduction 
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and refresher in presenting practical and 
successful sales ideas. Two booklets, “10 
Pointers in Modern Laundry Planning,” and 
“You'll Be in Clover 10 Times Over With 
a New Automatic Gas Clothes Dryer,” are 
available as sales floor handouts. 

Action and color are combined in a 22- 
piece display kit. One of these paper cut- 
outs moves in the slightest breeze. Also fea- 
tured is a cut-out 63-inch display featuring 
the “Maid of Cotton.” 

All publications and mats can be or- 
dered, individually or at quantity discounts, 
from the order department, AGA. 


NEW SERVEL REFRIGERATOR 
MAKES ICE AUTOMATICALLY 
WITHOUT TRAYS 


A revolutionary new type of home re- 
frigerator that freezes ice cubes without 
trays, stores the cubes in a basket, and 
replaces them as 
they are used was 
announced at 
press time by W. 
Paul Jones, presi- 
dent, Servel, Inc. 
The entire opera- 
tion of making, 
storing and re- 
plenishing the 
cubes will be com- 
pletely automatic. 

Several new re- 
frigerator models incorporating this rev- 
olutionary feature will be a part of the 
Servel line for 1953. 

In describing how the automatic ice- 
making refrigerator works, Mr. Jones 
said, “you simply reach in the refriger- 
ator and help yourself to cubes, one at a 
time or by the handful. As you take the 
cubes out, the automatic ice maker re- 
places them.” 

Servel’s research and development en- 
gineers and the designers have been 
working on this automatic ice-making 
refrigerator for many years, behind 
locked laboratory doors. Actual working 
models have undergone secret operating 
tests in typical homes since 1949. 

“This is the day for which we have 
all waited,” Mr. Jones declared. “We 
believe this is the greatest achievement 
in the refrigeration industry in recent 
years.” 

Not only is the company doing away 
with ice trays, but it is changing the 
shape of the ice from the cube, as it 
is known today, to half-circles or cres- 
cent-shaped pieces which the company 
calls “ice-circles.” 

These “ice-circles” will be larger and 
dryer than today’s cubes and will not 
stick together in the container. 

While he would not reveal additional 
details at this time, he predicted that 
“this refrigerator will outmode every 
other refrigerator in America today.” 

The company is now starting produc- 
tion of these refrigerators. They will be 
unveiled on December 12, at the com- 
pany’s annual showing for distributors 
in Chicago. 

Mr. Jones announced that the auto- 
matic ice-making feature will be avail- 
able in both gas and electric absorption- 
type refrigerators, and in a new electric 
compressor-type refrigerator which the 
company is adding to its line in 1953. 

While this feature is the highlight of 
the 1953 line, Mr. Jones said additional 
changes had been made in the forthcom- 
ing models. 





W. Paul Jones 
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Gas AND Electric Appliance Sales? 
Electric OR Gas Appliance Sales? 


Appliance sales reported for the first ten 
months of 1952 by an Eastern combination 
gas-and-electric utility, which has had nat 
ural gas service for longer than the period 
of the report, shows electric ranges on the 
comfortably high side of better than an 
8.5-to-1 ratio. Applying percentages, of the 
total ranges sold, 10.4 per cent were gas and 
89.6 per cent were electric. 

Sales results for water heaters during the 
same period were more equalized. ‘‘Electric 
storage water heaters’’ accounted for 53.7 
per cent of the unit-total in this category; 
“gas automatic water heaters’ made up the 


remaining 46.3 per cent. 











Low-Rent Projects Use Gas Appliances 


Low-rent public housing projects, de- 
signed for maximum efficiency and 
economy, are relying more and more on 
gas for heating, water heating and cooking, 
James F. Donnelly, the new president of 
the Gas Appliance Manufacturers Associa- 
tion, announced after the first returns of a 
survey had been analyzed. 

The survey of public housing projects 
scheduled to start late this year or early in 
1953 in 31 states disclosed that 69 per cent 
of the units will be heated by gas, 72 per 
cent will use gas for water heating and 83 
per cent will be equipped with gas ranges. 

“The primary consideration in the con- 
struction of any low-rent housing projects 
are efficiency and economy, simply be- 
cause the eventual tenants will be those in 
lower-income brackets,” Mr. Donnelly said. 
“It is obvious that gas equipment for cook- 
ing, heating and water heating was speci- 


CLASSIFIED 











WANTED 


Electric drive, 60 cycle, 220 volt 
water gas blower suitable for a 
five or six foot water gas set, 
Northern Indiana Fuel & Light 
Company, Auburn, Indiana. 








fied in the great majority of these projects 
fuel bills make no excessive de- 
mands on limited family budgets.” 

In 22 of the projects, gas refrigerators 
will be installed in each unit, four will be 
equipped with some form of inside gas in- 
cineration and two will supply tenants with 
gas clothes dryers. 

The survey, not yet completed, covers 
more than 21,000 individual housing units 
of row, duplex or apartment type with an 
aggregate construction cost in excess of 
$220,000,000. 


because 


RCA Estate Officers 

Election of Cecil M. Dunn as president 
and Robert A. Seidel as chairman of the 
board of the new RCA Estate Appliance 
Corporation was announced by Frank M. 
Folsom, president, Radio Corporation of 
America. 

rhis announcement followed the action 
of stockholders of the Noma Electric Cor- 
poration approving the sale to RCA of 
the Estate Stove Company, which now be- 
comes a wholly-owned subsidiary of RCA. 

Mr. Dunn was formerly president of Es- 
tate; Mr. Seidel is a vice president of RCA. 


Chambers in House & Garden 
Promotion 

Participation in a four-month promo- 
tional tie-in with House & Garden has 
been announced by Chambers Corporation. 

The promotion involves the use of 
Chambers new built-in units in the maga- 
zine’s 1953 House of Ideas, Winnetka, III. 

For the House of Ideas, in which more 
than 30 other man- 
ufacturers of house- 
hold furnishings are 
cooperating, the 
magazine selected 
an on-a-top four- 
burner gas cooking 
unit and an in-a- 
wall oven for 
the combination 
kitchen-laundry. 

Descriptions and 
photographs de- 
scribing the house 
and equipment are 
to appear in four 
separate issues of 
House & Garden, 
with a _ readership 
of several million. 





2—12 Ft. Blue Gas Sets 


formation on specific equipment. 


Denver, Colorado 





For Sale—GAS PLANT EQUIPMENT (Used) 
3—11 Ft. Water Gas Sets 


5—Automatic Control Boxes 


Miscellaneous pumps, blowers, exhausters, motors, 
boilers, accumulator and miscellaneous gas plant 
equipment. Send request for complete list or for in- 


PUBLIC SERVICE COMPANY OF COLORADO 
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A Positive Check Against 
Reverse Flow with 


NORWALK DISC TYPE 
CHECK VALVES 


For LOW and HIGH PRESSURES GAS and AIR 


Can be supplied in sizes 8 through 36” and special sizes 
on application. Easily lubricated through grease fitting. 
Indicator shows position of disc. Can be counter bal- 
anced for vertical jobs. Dash pot can be installed to pre- 
vent chattering when passing high velocity gas or air. 


NORWALK VALVE COMPANY 
South Norwalk, Conn. 
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simpler 


The Wiggins Gasholder has a 
remarkably simple design. It has none 
of the complicated mechanisms of 
old-type gasholders. No materials that 


can be harmed by weather. 


simplest 


Wiggins is the ONLY gasholder that 
uses no water, no tar, no grease. Wiggins 
assures no weather worries, no 


operating costs, no maintenance problems. 
® | 4 * 
simp IC1LY 
o/ 


Wiggins is the only gasholder with 
&& YS 

an absolutely dry, frictionless seal— 
gas-tight and impermeable. 


BY GENERAL AMERICAN 


WIGGINS GENERAL AMERICAN 
yarn SEALS TRANSPORTATION CORPORATION 


GENERALS 135 south La Salle Street 
Chicago 90, Illinois 


|| Wy 
OFFICES IN PRINCIPAL CITIES 
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write for new bulletin WG-22 
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The meter with the regulator top, a two-for-one 
miracle of modern engineering, particularly suited 
for natural gas distribution. With lower initial unit 
and installation costs and the saving in space and 
weight, simple logic makes the purchase of the 
Sprague Combination Meter and Regulator a must 
in any system where regulators are necessary with 
metered service. Why buy two—when one Sprague 
Combination will do? 








